


Marketing Task Force
Sales Promotion Sub-Committee
Objective: To define the role of sales promotion in accomplish­
ing an increase in tourism to and within Minnesota.

Sales promotion is a key element in the marketing process and
the Minnesota Tourism Division has recognized the need for
effective sales promotion in its budget request for fiscal year
1984-85. Critical to the success of .the state's efforts in sales
promotion, however, is the need to secure private sector
commitments that will complement and expand the scope of
promotional efforts undertaken on Minnesota's behalf. It is
important to note that while the private sector has taken
unilateral initiatives to promote Minnesota, apart from state
funded efforts, a multilateral sales promotion plan coordinated
by the tourism division is clearly preferable to the fragmentation
currently being experienced. The key to launching the joint
effort is approval of the tourism budget proposal. Without a
commitment of State of Minnesota funds, there is no basis for
the private sector to change the present course of highly
individualized initiatives.
Strategy: To determine the programs possible within the budget
constraints coupled with coordinated private sector spending.

A list of programs with which the subcommittee dealt, but by
no means considered inclusive, is:,
1. Use of 800 number for information and central booking

agency.
2. Travel agents packets.
3. Familiarization tours.
4. Trade shows.
5. Contests
6. Labor Day to Memorial Day School Year
7. Film
8. Theater Presentation

1. Use of 800 Number and Centralized
Reservation Concept.
A good example of where the state, working with the private
sector, could promote Minnesota more effectively is the 800-line
centralized reservation concept (CRe). The tourism division's
package tour brochure (introduced in 1981, expanded in 1982
and 1983) is assembled beautifully in its present state, but is very
difficult for out of state travel agents to use effectively. The
missing link is a vehicle to "close the sale." The majority of
travel agents today are under the same profit squeeze experi­
enced by the airline industry. The agent who would absorb the
cost of a number of long distance calls to develop an itinerary
and determine space availability for a Minnesota destined client
is clearly in the minority in today's environment. The client,
faced with a service charge to arrange his Minnesota vacation
may be convinced to travel elsewhere out of frustration. The
solution proposed is for the state to contract with a vendor who
can perform the "one call does it all" concept. (The state would
not want to operate CRC on its own.) The start up costs would
require an up front capital commitment but clearly the objective
would be for the concept to be self-liquidating. In essence,
tourism components receiving revenue from the CRC would
contribute a percentage of the revenue they received back to the
state in the form of a user fee. The tourism components not
receiving any direct benefits from the CRC would not participate
in the costs of operation.

The CRC concept would be a major step in improving
Minnesota's image with travel agents but there are additional
promotional efforts required to retain a high profile in the
marketplace for tourism to Minnesota.
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2. Travel Agents Packets/Travel Brochures
Production and distribution of a travel agent's packet on
Minnesota featuring the tourism division's package tour bro­
chure and promotional literature subsidized by the private sector
would be another example of where the public and private
sectors could work together more efficiently. One alternative
available would be to produce a collection of feature articles
written by travel writers who have "experienced" Minnesota.
Production and printing costs could be offset by sale of
advertising space to Minnesota-based concerns. This concept is
not new by any means (other states have introduced similar
publications) but it would be one more step launched on a
"trade" level that could be expanded to a consumer level as
Minnesota's overall tourism effort matured.

3. Familiarization Tours
Bringing travel writers, editors, tour promotors and other travel
industry people to Minnesota requires well-planned itineraries
and programs set up for all geographical areas of the state which
would demonstrate not only the physical beauty but also the arts
and the history as well. These tours should be geared to all
seasons of the year and should be carefully staged by travel
industry and entertainment specialists. The implementation
would include the participation of both the private and public
sectors and should feature many of the same approaches used
for trade shows and advertising. The more synergy that can be
employed at all levels and all phases of the travel and tourism
mission, the farther the dollars will go and the better the
product. The same formats used for familiarization tours couldi
also form the basis for educating and bringing more Minneso­
tans in closer contact with their state.

4. Trade Shows
Using a similar approach to trade shows as was discussed in
familiarization tours, there could be several possible formats
established that would use the talents and energies of both the
private and public sectors. Minnesota should have a presence at
the National Tour Brokers Association, American Bus Associa­
tion, The Canadian National Exposition and The 1984 World's
Fair. Tour packages for the fair must be ready by September
1983. The theme, "Fresh Waters and Rivers - the Source of
Life," is made to order for Minnesota.

The sport, vacation and travel shows are another opportunity
for coordinated efforts by the regions, the Department of Natural
Resources and our traveling troup of tourism professionals.

Once again, the same programs and materials that are used
for one facet of our tourism promotion should be applicable to
as many other forms as possible.

5. Sales Contests and Incentives
One of the methods for building excitement within the State of
Minnesota is to hold tourism theme contests. Some examples
would be: .
• The best bumper sticker slogan for promoting Minnesota.
• The best children's essays on vacationing in Minnesota.
• State-wide fishing contest held throughout the year.

Contest awards could be Minnesota vacations, tickets or
membership in the Zoo, arts presentations, tickets to sporting
events.



In addition to contests, incentives through recognition could
also be employed. For instance, awards by the Governor for
travel agencies promoting Minnesota and for companies based
in Minnesota that do an outstanding job promoting Minnesota
to their employees.

There are firms that specialize in contests and incentives.
Perhaps we could seek their counsel.

6. Labor Day to Memorial Day School Year
Promote among school boards the benefits both to the state's
economy through tourism and to education of a school year that
runs from Labor Day to Memorial Day. In some school districts
this would lengthen the vacation season by one month.

7. Minnesota Tourism Film
The idea of using a professionally produced film as a tool in all
areas of promotion is one that is consistently mentioned as a
much needed aid. There is an excellent opportunity for private
sector financial participation in this enterprise if it is structured
properly. It is possible to promote both Minnesota and Minne­
sota companies in the same vehicle.

8. Functional Theater
Theater designed to promote Minnesota could produce a selling
aid of great flexibility which could be used on Familiarization
Tours, trade shows and at special events. Once again this
approach could allow participation by the private sector through
sponsorship.

Of the themes most often mentioned by the committee when
discussing the promotion of Minnesota tourism was the harness­
ing of business dollars through well-coordinated, mutually bene­
ficial projects.

Sales Promotion Task Force Members
Chairman:
Mr. Roger Murch
Director of Governmental Relations
National Car Rental System, Inc.
7700 France Avenue South
Minneapolis, MN 55435

Mr. Tom Blumberg, President
Minnesota Regional Tourism Council
Hiawathaland, Inc.
P.O. Box 1000
Lake City, MN 55041

Mr. James H. Peterson
Suite 301
526 Nicollet Mall
Minneapolis, Minnesota 55402

Mr. Timothy M. Skoog
Director, Tour Sales
Northwest Airlines, Inc.
Minneapolis/St. Paul Int'!. Airport
St. Paul, MN 55111

Mr. G.L. Wipf
Merchandise Manager
Superamerica
1240 West 98th Street
Bloomington, Minnesota 55431
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Marketing Task Force
Conventions and Events

Introduction:
The need for aggressive marketing of convention business to
come to Minnesota, plus the many special events that take place
in Minnesota, are an important part of the state's marketing of
tourism.

The Marketing Task Force/Conventions and Events report is
broken down into four sub-committee reports which are: Arts
and Tourism Promotion; Bus Groups; Conventions and Events­
Metro and Convention and Events-Outstate.

Arts and Tourism Promotion
Sub-Committee
I. The subcommittee on arts met in two separate sections
during the last week of January 1983. The results were combined
by the chairman. Committee members expressed that first
priority should be given to endeavors which, bring people into
Minnesota for the first time. They noted that there are recom­
mendations to improve Minnesota's resources, but that there are
currently many quality attractions which are underutilized.

They stated that the role of the arts in tourism is to lure and
to entertain. They noted that the quality and wide variety of
cultural resources are able to attract the target market of people
between the ages of 35 and 64 years of age and with household
incomes of $25,000 or more.
II. Objective: To entice more key decision makers to chose
Minnesota as a convention site.

Issue a "gold card" to key decision makers from throughout
the marketing region. This card would admit two people to
any of the cultural organizations listed on it, encouraging
them to familiarize themselves with the cultural attractions
of the state while visiting for other business.

Let key decision makers know that a similar card could be
issued to the conventioneers. This card would offer discounts
to various cultural attractions.

Place Minnesota ads which feature the quality and variety of
Minnesota's cultural resources in the programs of regional
arts events. For example, in the Chicago and LaCrosse
Symphony programs, feature the musical attractions of Min­
nesota. In the theatre programs throughout the region, feature
Minnesota's rich theatrical culture.

Offer aid in convention planning from someone familiar with
the cultural attractions of Minnesota. This would include
recommendations for outside activities, help in finding enter­
tainment to bring in to the convention site and side trips for
the spouses.

Objective: To entice the identified target group of tourists from
outside of Minnesota to choose Minnesota as a vacation spot.

Integrate the cultural attractions of the state into thjil ads and
other promotions for the state which will be used throughout
the region.

Place more specific ads in the program brochures of cultural
events throughout the region, as described above under the
first objective.
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Be aggressive in getting Minnesota features into airline
magazines, AAA's magazine, women's magazines, etc.

Objective: To keep conventioneers and tourists in Minnesota
longer, spending more money. To entice Minnesotans to vaca­
tion in Minnesota.

Publicize a WATS number with tourist information and train
staff to be knowledgeable about the cultural attractions of the
state, as well as the hiking trails and fishing holes.

Be aggressive about integrating the state's cultural attractions
and events into all publications for tourists. Be aggressive
about integrating cultural events into the quarterly calendar
and the regional calendars.

Help communities to promote themselves. Offer a conference
or workshops on how to make the most of a community.
Offer low interest loans to make the main street more
appealing by tying it to ethnic or cultural heritage. Encourage
imaginative endeavors such as Sauk Center holding a summer
study session on' Sinclair Lewis, or Walnut Gove holding
special programs on Laura Ingalls Wilder.

Organize and promote "day trips" throughout Minnesota
which take advantage of ethnic and cultural heritage.

Make spots for PSAs which feature various communities and
their highlights.

Simultaneously encourage and take advantage of the flux ot
tourists in the state by holding more events by local, as well
as the major metropolitan arts organizations, in the high
traffic areas. For example, the Grand Rapids Showboat
attracts 15,000 people over three weekends in July and
tourists schedule their vacations around the Showboat sea­
son. For the last two years the west central town of Terrace,
population 31, has sponsored the Minnesota Orchestra to
play a single outdoor concert for a crowd of five thousand
the first year and seven thousand the second. The department
of tourism could specifically aid these efforts by offering
stipends for rain insurance, publicity assistance, etc.
Encourage greater use of the park system by having an artist,
as well as a naturalist, in each park. Short classes could be
offered to summer visitors. Artists, interns and art teachers
could be employed at low cost to teach and organize the
programs.

Arts and Tourism Promotion Sub­
Committee Members
Chairman:
Megan Jones
Executive Director
Minnesota Citizens for the Arts
Landmark Center, Room 403
75 West Fifth Street
St. Paul, MN 55102

Pat Dunleavy
Executive Director
The Depot
506 West Michigan Street
Duluth, MN 55802



Gary Fretheim
Marketing Director
Minnesota Orchestral Association
1111 Nicollet Mall
Minneapolis, MN 55403

Karen Gray
Charter Member
Ye Olde Opera House, Inc.
President-MN Citizens for the Arts
Hwy. 44 East
Spring Grove, MN 55974

Curtis Lambrecht
Arts Consultant
Blandin Foundation
Box 718
Grand Rapids, MN 55744

Donna Lambrecht
PR Consultant-Creative Concepts
Vice President-Pillow Theatre Co.
So. Hwy. 71 #824
Bemidji, MN 56601

Rossi Snipper
Managing Director
Cricket Theatre
528 Hennepin Avenue
Minneapolis, MN 55403
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Marketing Task Force
Conventions and Events
Bus Sub-Committee Report

Introduction
Bus charter and tour business is an important element in
Minnesota's Tourism Industry, despite inadequate recent efforts
to attract motorcoach groups to the state.

The American Bus Association estimates that in 19'81 bus
passengers spent $318 million dollars in Minnesota. It is also
estimated that the average bus tour group spends $3500 each
day they spend in our state.

Motorcoach business is the fastest growing of alHhe travel
industries, and is expected to continue to expand. The entire
committee feels there is a tremendous potential to expand bus
tour business by promoting Minnesota, both as a destination
and as a pass through stop for national and regional tours.

The committee hopes that the same amount of effort that is
expected to be spent attracting visitors by the car-load will be
spent attracting them by the bus-load.

The goal of the committee was to develop a plan of action for
Minnesota to create an environment conduciv;e to increased bus
business. The plan involves developing an advertising program,
informational publications and a public relations campaign. It
includes the following recommendations.
1. The state should launch a promotional campaign to attract
tour business.
2. This marketing effort should be aimed at tour brokers, agents
and operators.
3. The state should focus this campaign at the regional market,
Wisconsin, Iowa, Illinois, etc., before expanding into the nation­
al market. In addition, the state should not overlook the
Canadian bus tour market.
4. The state should study ways to more effectively promote
Minnesota as a gateway into Canada for tours originating in
other states.
5. The state should get more involved, and just as importantly,
encourage the private sector to get involved in the various
motorcoach trade associations. They include the NTA (National
Tour Association), ABA (American Bus Association) and the
OMCA (Ontario Motorcoach Association). It is also recommend­
ed that the State make a strong bid to host the ABA and NTA
national conventions.
6. The state should develop comprehensive information
resource publications detailing Minnesota attractions, accom­
modations, restaurant stops, etc., to be distributed to tour
brokers, agents and operators. (Michigan's guide is a fine
example.)
7. A high priority should be given to better promote events that
attract bus groups to the state. The state should try to get more
events listed in the ABA's Hundred Most Popular Events in the
U.S. and perhaps develop a guide for Minnesota events attrac­
tive to bus and charter groups.

The state needs a top-notch salesperson to take responsibility
for this program. This person must develop a personal working
relationship with key individuals in the bus tour business, both
in Minnesota and at the national level.

In addition, he/she should coordinate and encourage Minne­
sota attractions, accommodations, restaurants, etc.,' to work
together to promote Minnesota's bus tour industry.
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Bus Sub-Committee Members
Chairman
Cliff Linder
Edgewater Motels
2211 London Road
Duluth, MN 55812

Dorothy Anderson
Magic Carpet Tours
2850 Metro Drive
Bloomington, MN 55420

Jeff Coy
Kahler Corporation
20 2nd Avenue S.W.
Rochester, MN 55901

Bette Gaylord
Edgewater Motels
2211 London Road, Duluth, MN 55812

Daniel Prins, President
Jefferson Bus Company
P.O. Box 978
Minneapolis, MN 55440

Bob Wurl
Voights Motorcoach
Westgate Shopping Center
P.O. Box 1
St. Cloud, MN 56302



Marketing Task Force
Conventions and Events
Metro Sub-Com~itteeReport

Conventions and Events-Metro Sub­
Committee Members
Chairman
Robert A. Thomas
General Manager
Minneapolis Convention & Visitor Commission
15 S. Fifth Street
Minneapolis, MN 55402

John Geisler, Executive Director
St. Paul Convention, Exhibition & Tourism Commission
Landmark Center, B-100
St. Paul, MN 55102

Annette DeLancey, Manager
Bloomington Convention & Visitors Bureau
8200 Humboldt Ave. S., Bloomington, MN 55431

Roger Murch, Director of Governmental Relat\ons
National Car Rental
7700 France Avenue South
Minneapolis, MN 55435

John Wading, Vice President/General Manager
The Blue Horse
1355 University Avenue
St. Paul, MN 55104

The convention industry in the Twin City Metro Area not only
has a tremendous impact on the hospitality industry of the Twin
Cities but plays an important role in the total economic picture
for tourism in the State of Minnesota. Every national or regional
convention that is held in the Metro Area not only brings new
money into the Metro Area but has a residual effect by those
delegates filtering throughout the state and into our resorts,
campgrounds, restaurants, state tourism attractions, and practi­
cally all major communities within the state. The people from
the five-state area that surround the Twin Cities most often will
drive to the convention site and, therefore, are using facilities
within our state for both arrival and departure. Most major
national conventions that meet within the Twin City Area plan
pre or post convention tours to our major resort destinations
and not only leave fresh money in the Twin City Area but
throughout the state. The Department of Tourism for the State
of Minnesota has in the past supported us in our efforts to
attract major national and regional convention business. Their
support naturally has been limited by the funds available to
them to inform our national convention customer of what is
available for him in Minnesota for major national conventions.
The Metro Area Committee feels that when funds are available
the state must play an important role in de-mystifying the
convention facilities available in Minnesota through a well
thought out marketing plan to attract major national convention
and group business to our state. To accomplish this goal our
committee is recommending several plans of action.

I. In the new biennium tourism budget, a major effort is to be
made by the state in a nationwide media campaign. It is the
opinion of our committee that an appropriate amount of this
advertising budget be directed to the promotion of convention
and group business in an aggressive advertising campaign in
National Trade Media publications. This type of an aggressive

campaign, media advertising and direct mail, can show imme­
diate results for the dollars invested and put to rest for all-time
the rumor that Minnesota is the nation's best kept secret for
convention business. Our committee feels that the advertising
agency must work directly with the cities within the state that
have convention facilities for their input and guidance, but not
necessarily limit the ad campaign to just those communities.
Convention and group business is available to all Minnesota
communities but a major thrust must be made to support the
efforts of the communities capable of handling national conven­
tion business.

II. An organized state effort to work with those communities
that are making a major promotional effort to attract a piece of
convention business to its community that will have a major
impact not only to that community but to the entire state. The
Twin Cities were very deeply involved in the promotion of the
two national political conventions for 1980, and it is our
intention to extend bids to both conventions to host the 1988
meetings. To be successful in this effort, we need to pull in
resources, both financial and organizational, beyond our present
means and we would hope that in the state's marketing plan
they will have provisions to offer those cities that are trying to
attract this type of business this kind of support.

III. Minnesota has long been a leader in the national sports
scene and major sports activities have been good to Minnesota
in the national publicity that they have generated. We feel that
within the state marketing plan there should be a special effort
made to obtain for Minnesota such events as the Super Bowl.
We also feel that with the facilities available in the Hubert H.
Humphrey Metrodome, an Annual College Bowl Game could be
generated, and the publicity from both a Super Bowl and Annual
College Bowl Game would be one of the biggest tourism efforts
in the middle of the winter that we could attract and would
open up the entire state for many other winter sports during
such events. The Twin Cities has also been asked to present a
bid to hold the National Sports Festival in 1986, 1987 or 1988
and to consider the Winter Olympics. The National Sports
Festival is two weeks long and covered by all national media but
will take a great deal of promotion in making a successful bid
and financial assistance in staging the event. These sporting
attractions would not only be a shot in the arm to our tourism
business, but with the national exposure we would be giving our
facilities they would also give great support to our convention
sales efforts.

IV. In promoting convention business for the State of Minneso­
ta, exposure to our national customers is of the utmost impor­
tance. A national media and direct mail advertising campaign is
one method to accomplish this, but another tool that our
committee suggests using is that of hosting the trade associations
that our customers belong to. In the summer of 1984 Minneapo­
lis will play host to the American Society of Association
Executives. This convention will bring major national associa­
tion executives in North America to the Twin Cities. This
venture is a first for Minnesota and is requiring a great effort by
the private sector and the governmental sector in cooperation
with all the Convention Bureaus in Minnesota.

It is our feeling that the state must be very deeply involved in
this and that special funding for this event and future shows
must be included in our total marketing. We feel that we should
go after the Professional Convention Management Association,
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the National Association of Exposition Managers, the Religious
Convention Managers Association, Meeting Planner Internation­
al, and also extend our efforts into the travel industry of
America, American Bus Association and National Tour Brokers
Association. By having these professional convention ancFtravel
meetings in our city it gives us a first-time opportunity to show
our customer the great facilities and attractions our area has to
offer its members and customers and is by far one of the most
effective ways in selling our market place.

V. Our last suggestion is that the state develop a quality audio­
visual presentation for the purpose of attracting group business
into the state. This presentation should also be accompanied by
the production of a state-wide convention brochure to be used
as a promotion piece at special presentations throughout the
country in conjunction with the audio-visual show, and also as
response sheets to the media advertising campaign. We feel it is
important that the State of Minnesota include in its marketing
plan a travel budget that will enable it to trav~J in support of the
above events with whatever city is making a presentation. This
should be to all major industry related shows and to special
travel or convention sales blitzes in major headquarter cities.
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Marketing Task Force
Conventions and Events
Out-State Sub-Committee Report

Conventions and Events - Out-State
Sub-Committee Report
I. Introduction
1. Out-state cities often market themselves to state ort~imiza­

tions, some regional and a few national organizations. These
cities provide inexpensive meeting facilities, personalized serv­
ice and their community's commitment to a group when chosen
as the convention site.

Many communities are now vying for this type of business
because of its broad-based economic impact, downtown redevel­
opment possibilities, and easy access through existing attractions
and people to get group business. Most are marketing towards
state-wide organizations or a few obscure, but profitable national
events/tournaments. Promoting additional group business to out­
state communities should be the same for promoting group
business to the state as a whole. The greatest aid to developing
business in the out-state cities would be to increase the tourism
professional staff with a convention sales/sentices staff person
to help industry representatives research, cultivate, attract,
promote and sell group business for the State of Minnesota.
II. Recommendations
1. Tourism division to employ a professional staff person
charged with the responsibility of group convention sales.
2. Establish a 'grant system' to encourage and financially
support bidding and hosting highly visible national events and
:ournaments in Minnesota communities.
3. Encourage Motor Coach travel in the State by hosting the
trade conventions of the American Bus Association and the
National Tour Brokers Association.
4. Staff an information booth at the Minneapolis/S1. Paul
Airport to promote state sites. (More public/private partnership
- Mutual of Omaha is willing to share its space with tourist
organizations. They'll even have their staff trained to answer
tourist inquiries.)
5. Strongly encourage publication of a statewide promotion
booklet that would contain information regarding campgrounds,
resorts, fishing and visitor attractions in the State as a whole,
not broken out into separate directories.
6. Encourage increased cooperative advertising programs with
banner advertisements, and supported by out-state communities
and private sector facilities' advertisements.
7. Division to take memberships in national travel associations
and participate in their trade shows with a booth, allowing the
private sector to provide the personnel under the state's mem­
bership to promote Minnesota. These trade associations include:
American Bus Association, National Tour Brokers Association,
POW-HOW, National Travel Agents, and other international
travel opportunities.
8. Establish a system to provide expertise and possible financial
support to smaller communities that host national events or
conventions.
III. Additional Recommendations
We feel these additional points should be made to this task force
for consideration:
1. Strongly encourage state government personnel to invite
their national association to meet in the State of Minnesota.
.2. Encourage Minnesota's private sector to hold its corporate
meetings in the State.
3. Most out-state cities market to state organizations. We strong­
ly encourage the majority, if not all of the 'State's advertising

program, should be geared to attractions of the out-of-state
market, leaving it up to the private sector and local communities
to nurture tourism and convention sales in state.
4. Some emphasis should be placed in the Canadian market
because of its broadbased benefit to Northern communities.
5. Funding for establishing major attractions, festivals, and
hosting national events should be made available on a one time,
matching basis, to spur development of these attractions in our
State.
6. Cultivation of the international market should be by establish­
ing fly and drive programs to tourists.
IV. Summary
Communities in out-state Minnesota believe we should act as
resource and manpower personnel to support the effort of the
state's promotion. We can attend trade shows, produce blitzes,
make bids, rally our properties and attractions for matching
funding as well as mobilize our communities. We do not believe
there is a 'one time program' or single attractive advertising
campaign to solve the problems of our out-state tourism com­
munity. With ongoing professional staff attention, mixed with
private sector follow-up into several markets, we believe it'll
prove beneficial over the long run for everyone involved.

Conventions and Events
Out-state Sub-Committee Members
Chairman
Dan O'Connell, Director
S1. Cloud Convention & Visitors Bureau
Box 487
S1. Cloud, MN 56302

Jim Clayton, Manager
Alexandria Area Chamber of Commerce
Box 517
Alexandria, MN 56308

Julie Vreeland,
Convention & Tourism Coordinator
Brainerd Area Chamber of Commerce
110 N. 6th S1.
Brainerd, MN 56401

Dan Russell, Executive Director
Duluth Convention & Visitors Bureau
1731 London Road
Duluth, MN 55812

Nancy Henninger, Exec. Vice President
Bemidji Area Chamber of Commerce
Box 806
Bemidji, MN 56601

Joni Norby
Greater Fargo/Moorhead
Convention & Visitors Bureau
Box 404
Fargo, ND 58107

Bob Kittley, Manager
Rochester Convention & Visitors Bureau
212 SW First Ave.
Rochester, MN 55901
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